Introduction
Political discourse aims at either gaining or retaining power, persuasion being its effective tool. Persuasion acquires special importance in the course of electoral campaigns that resemble battle fields when the aspirant leaders try to make themselves or their party's policies attractive to voters, using the strategies of self-presentation or political opponents' criticism.
Electoral discourse is multifold, of all its forms electoral debates tend to be the most efficient way to appeal to potential followers. Televised debates have been an integral part of American presidential elections for almost half a century. Unlike in the US, the discourse genre of electoral debates is resent in Great Britain, where the first televised debates took place in 2010.
To achieve their goals politicians strive to get some response from the voters. As J. Charteris-Blake puts it: "They respond more effectively to messages that explain proposed actions with reference to familiar experiences; successful politicians are those who can develop their arguments with evidence taken from beliefs about the world around them. Messages become persuasive when they evoke things that are already known or are at least familiar" (CharterisBlake, 2005: 13) .
Idioms are linguistic units that meet these criteria. They contain in a very condensed form the basic models of human perception of the world that can be seen as archetypes, "cementing"
idioms imagery and permeating their semantics.
Due to metaphors which form their backbone, According to the linguoculturological approach to idiomatic expressions analysis, idioms have cultural connotations, thus studying them we can get a key to the understanding of a certain culture (Kovshova, 2009 (Kovshova, , 2014 .
As E. Sapir put it: "Language is becoming increasingly valuable as a guide to the scientific study of a given culture. In a sense the network of cultural patterns of a civilization is indexed in the language which expresses that civilization" (Sapir, 1949: 161 (Gläser, 1998: 125) .
In this paper such terms as idioms, idiomatic expressions and phraseological units are used interchangeably. The properties of idioms and their lexical meaning components became the subject of numerous researches (Gläser, 1998; Moon, 1998; Teliya, 2005) .
According to the linguoculturological approach, idioms possess cultural connotation that can be treated as the manifestation of archetypes, certain culture codes. Thus idiomatic expressions are seen not only as linguistic but also as culture signs (Kovshova, 2009 (Kovshova, , 2014 Maslova, 2004 , Teliya, 1999 .
Idioms are also studied with the employment of psycholinguistic methods, which enables researchers to explore some mechanisms of idiom recognition and production (Cutting, Bock 1997; Gibbs, Nayak 1989) .
Since idiomatic expressions are metaphorical, they, in Gibbs' words, "do not exist as separate semantic units within the lexicon, but actually reflect coherent systems of metaphorical concepts" (Gibbs 1997:142) .
According to G. Lakoff and M. Johnson, apart from being a stylistic device, metaphor is a powerful means of human cognition (Lakoff, Johnson, 1980) . Metaphor is perceived as a tool to conceptualize the world. As Gibbs put it:
"Many concepts, especially abstract ones, are partly structured via the metaphoric mapping of information from a familiar source domain onto a less familiar target domain" (Gibbs, 1997: 141 (Budaev, 2009 ).
Idioms are also studied from the standpoint of their variation and transformation. They distinguish between "systemic variations" of idioms and their "creative modifications". The former can be regarded as contextual synonyms because they possess a common semantic marker (Moon, 1998) . Transformations, on the contrary,
are not lexicalized, they are produced by individual authors to achieve a certain stylistic effect. In the course of idiom transformation they can employ some playing with the literal and transferred meaning, which is always predetermined by the context. A number of researchers attempted to establish the transformation types, comparing creative and canonical forms of idioms (CharterisBlack, 1999; Burger et al., 1982; Stepanova, 2012) .
Data Collection and methodology
For the purpose of this research, 18 electoral discourse texts were studied (9 British and 9
American texts respectively). The American I employed the continuous sampling method to single out idioms, which then were subject to conceptual analysis. I also used linguistic methods of componential, contextual, contrastive and interpretative analyses.
Discussion

Source concepts
In electoral discourse politicians use metaphors mainly to present themselves or their parties as the best solutions or to criticize their opponents. Thus the key target concepts in given texts refer to the speaker's or his party's policies or their opponents' ones.
All idiomatic expressions were subdivided into semantically similar complexes that can be described as metaphorical models, on the bases of which some conceptual sources were established.
The comparison and contrast of British and American metaphorical models revealed the following common source concepts:
ARTEFACTS. These domains manifest a certain similarity of metaphorical comprehension of political issues in British and American electoral discourse, however, the further analysis established some submodels within each source domain that highlight nationally specific features.
The discourse manifestation of the source domain SPORT shows greater variability in the British data than in the American ones and reveals the following submodels:
POLITICS IS BOXING:
(1) That's one of the things that actually
gives us the ability to punch above our weight in the world. It gives us influence in the world. In American electoral discourse the only model discovered is POLITICS IS BASEBALL:
(4) We're going to speed up the process, big league, because it's very inefficient. But they're on line and they're waiting to become citizens. Consequently, it is possible to conclude that the idiom "within the Beltway" possesses cultural connotation.
As for the British data, they also contain idiomatic expressions that are predominantly used in British English and thus are culture specific. This group contains such idioms as "to punch above your weight", "to play pass the parcel".
It is of interest that some idioms used by
British and American politicians have an identical form but they differ in their meanings. In
American English if a proposal is "on the table", people are no longer discussing it at the moment, it is postponed or put aside for later consideration.
"To table" something means "to shelve" it. In
British English if something is "on the table", it is being discussed or considered. Notably, the idiom "to take something off the table" means "to make it no longer available" both in British and
American English:
(17) They can take the diplomatic route and end their nuclear program or they will have to face a united world and a United States president, me, who said we`re not going to take any options off the table. (Barak Obama)
Upon the whole, British politicians tend to use idioms more often to appeal to the electorate than their American counterparts. Moreover, the idiomatic expressions in British electoral discourse prove to be more diverse, thus more submodels can be established within the source domains analyzed. It is possible to conclude that while running for presidency American politicians appear to be more pragmatic and matter of fact, so British and American electoral discourses meet different stylistic requirements. It is also of note that modifications of four major types have equal distribution across British and American texts. As for blending, it is discovered only in Clinton-Trump debates.
Variability and transformation
Its usage can be attributed to some speech peculiarities of Donald Trump and should hardly be considered culture specific.
Conclusion
Summing it up, it can be said that idioms 
